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Background in theory/analysis. The theory of Ethos in the classic Greece, or the Affection Theory in the baroque as 
a theory of the musical meaning, have given the value of sign to certain musical figures. Music can be considered as a 
language, since it can transmit messages (Eximeno, 1978). It presents a structuring function of the message, and a 
semantic function, supporting the verbal message, and as an element with own affective meaning (Carrera, 1981).  
Background in Cultural Studies. Throughout history, the ability of music in order to influence people has been 
considered. In fact, music is a very important expressive way not ignored by sociology (Weber, Marx, Adorno...). On 
the other hand, the persuasive ability of music, as a basis of attraction and attention, causes that it is considered as 
an important and performative element of the advertising manifest. 
Aims. To analyse the cognitive deep structure of the music used in advertising. This deep structure will be used to 
diagnose the coherence between the different elements composing the advertising message.  
Method. A sampling of TV advertisements has been made, in order to guarantee the heterogeneity of the advertising 
concepts as well as of products. For each advertisement, the musical elements have been registered. Then, a 
measurement scale has been used in order to score different characteristics of music. The tool is composed by a 
questionnaire of 42 objectively evaluable indicators by the advertisements observation, and by twelve variables made 
from the statistical treatment of these indicators. A panel of music experts validated these variables. Once closed the 
measurement process, the resulting data matrix was put under several multivariant statistical analyses in order to 
diagnose the existence of a possible meaning structure.  
Results. The validation process of the musical thematization showed an important agreement between the different 
experts (alpha=.92). Later, the application of the thematization questionnaire was used for each one of the TV 
advertisements, and the results were recorded for their analysis with statistical software. The empirical study 
concludes that transmitted linguistic repertoires are reorganized based on Osgood, Suci & Tannenbaum Semantic 
Differential Scale dimensions: activity, evaluation and potency (Osgood, Suci & Tannenbaum, 1957). In fact, music 
transmits coherent information by itself, without other channels support. 
Conclusion. From a practical approach, the different musical values have been operativized in order to produce an 
objective advertising musicological analysis. This method is also applicable to other communicative subjects like 
electoral campaigns. After the advertisement analysis, we can observe that music transmits a parallel message. This 
opens the possibility to design a tool to evaluate the message transmitted by music, by registering and coding its 
objective musical values. 
 
For this research, we posed special 
importance on Osgood and Tannenbaum's 
congruity theoryi. Its fundamental axiom is 
that the individual tends to restore cognitive 
balance when two cognitions are in 
disagreement through a proportional change 
in each cognition. The congruity model deals 
specifically with the problem of direction of 
attitude change toward both the source and 
the goal object. A great part of the theory 
that underlies the congruity principle grew 
out of Osgood's work concerning the meaning 
of concepts and the measurement of meaning 
by use of the semantic differential scalesii. 
Osgood consider three dimensions, latents, 
which take into account the variance of the 
semantic differential: evaluation, potency and 
activity. We have developed several scales to 
measure the meaning of the music from 
several tv spot. Basically, the operational 
procedure inspired from Osgood et atl.iii. 
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Contextualization 
Historical context 
From early times, there is a belief about the 
extraordinary power of music. It is believed 
that music has even therapeutic and 
character regulator functions. In the Greek 
society, the importance of the influence of 
music on the people was very valued. We 
should emphasize, in this sense, the doctrine 
of Ethos, based on the conviction that music 
affects the character, the will and the conduct 
of people, depending on the diverse kinds of 
music. This doctrine was mainly oriented to 
the educative area, as well as to psychology 
and medicine. Aristotle, in its Doctrine of the 
Imitation, affirms that every melody implies 
imitation of character, passion or an 
emotional state, because of the essential 
differences between the musical scales 
(elements of melodic construction). Anyone 
who hears this music is affected of different 
ways. When somebody listen a music that 
imitates or represents a concrete feeling, that 
feeling can influence him. In The Republic, 
Platoon tells us how music is able to 
influence, to modify or even to destroy the 
established social order. In the Doctrine of 
the Affection, the musicians of the Baroque 
considered several learned musical figures as 
specific signs, which are able to transmit 
meaning. In the XIX century, Romantic opera 
will become the greater exponent of the use 
of the psychic sense of music to create a 
concrete emotional situation in a theatre 
representation. 
Music and Sociology 
The sociological theories about the aesthetic 
of music came mainly from the positivism, 
and later they were diversified (due to its 
great development) into several ideological, 
philosophical and aesthetic approaches. 
Charles Lalo was, during many years, an 
important reference point. He considered that 
the art is a social object and, since sociology 
is a science, the aesthetic of music should be 
considered a science. In the 70th, we can find 
a new sociology of music, as an investigation 
discipline, with a more empirical approach, 
and centred on the relation between music 
and society.  Weber proposed the existence of 
a relation between the society development 
and the music development, and he analyzed 
the use of music with religious and narcotic 
aims, from a rational and structural approach. 
On the other hand, the Marxism considers 
that music is conditioned by the social 
structure. At contents level, music is 
considered as any other language, and it 
incorporates meaning that can be related 
directly to the society as a superstructure 
expression. On the other hand, Adorno 
analyzed the relation between music and 
ideology using the analysis of the work as like 
as its musical structure. For Adorno, music is 
a social fact because music lives in the 
society and, therefore, the most important 
thing will be to know the function or the 
functions of music within the society. 
Music and audiovisual communication  
We can find common points between music 
and language. The most evident one consists 
on the capacity of both for expressing feelings 
and, of course, for create feelings on 
listeners. Language presents forms of 
expression similar to music, when we use 
different intonations and rhythmical schemes 
in order to express different feelings. In the 
audio-visual communication, music has been 
evolving in its function with respect to the 
image, from being a mere complement to 
being an important part of the speech 
indispensable for the creation of ambient. 
This fact takes a special importance in the 
case of the advertising. In addition, silence is 
very important on this field, since it can help 
to focus the attention of the listener on a 
concrete fragment, thanks to the contrast 
concept. Moreover, from a psychological point 
of view, hearing has a central paper in the 
handling of abstract ideas, and it is a very 
important element in memory processes. We 
cannot forget the importance of music outside 
the context of advertisement. Indeed, the 
possibilities of music as information 
transmission agent or as a persuasion 
element are extended when we consider its 
application in non-commercial contexts, like 
politics. 
Methodological design 
In order to operativize the advertisements 
sampling, an analysis tool has been created. 
Music is an art, and because of this, a 
considerable effort has been necessary to 
operativize the musical terms and 
dimensions, taking the contributions of Rowell 
(1984) and Beltrán (1984) as a start point. 
After several pre-tests, we have selected 
those dimensions and terms that seemed to 
be operative for our analysis (rate, tempo, 
harmony, arrange...). We have constructed 
two main groups of multidimensional and 
non-excluding indicators: psychic states 
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(positive, negative, greatness, affliction, 
excitation, irony) and imitative feeling 
(vivacity, calm, effort, magnitude, elegance). 
The validation of the indicators was made by 
means of an expert’s panel.  On the other 
hand, the analysis was made over a corpus of 
100 TV advertisements, recorded from 2000 
to 2001, on the main Spanish TV channels, 
public and privates. This sample was selected 
taking in consideration the key conditions of 
variability (hour, day, and channel) in order 
to obtain the heterogeneity of the sample. 
Analysis 
Some of the general conclusions of the 
exploratory analysis are the following ones: 
Most of the advertisements (a 63%) used 
music through all the advertisement, from the 
start to the end, as opposed to a 13% of the 
advertisements that did not incorporate 
music. A 14% of the advertisements began 
without music, but the music appeared by the 
end of the advertisement. Referred to the 
kind of music, 97.7% of the advertisements 
of the sample presented background music. 
Only a 2.3% of the advertisements used 
“jingles” (ad songs). We can find descriptiveiv 
musical presence (88.5%) and, in a smaller 
proportion, we found objectivev music (9.2%) 
and subjective music (2.3%).  
Then, we did an analytical decomposition of 
music. In order to simplify the interpretation 
of the collected data, we applied a factorial 
analysis.  The multidimensional nature of the 
meaning of music makes sense on the 
application of this technique. The factorial 
analysis extracted four components, which 
explained 85% of variance. The variables 
were grouped on the following way: 
• Factor 1 - Evaluation:  Elegance 
(0,905), calm (0,886), positive 
(0,833), not-excitation (-0,923), not-
unreality (-0,863), not-negative (-
0,834)  
• Factor 2 - Activity: Vivacity (0,871), 
greatness (0,712), effort (0,662), not-
affliction (-0,645)  
• Factor 3 - Potency: Magnitude 
(0,964), greatness (0,582)  
• Factor 4 - Irony (987)  
Compiling the information, in the factorial 
analysis input we have used constructed 
variables from two great sections: variables 
related to moods ("psychic sense"), and 
variables that suggest mental images 
("imitative feeling"). These linguistic 
repertoires, empirically studied and taked off 
from the reality, have been reorganized in the 
factorial analysis around the three 
characteristic dimensions of the semantic 
differential of Osgood, Suci and Tannenbaum 
(1957): Evaluation, Potency and Activity, 
plus an additional dimension that 
contemplates what Beltrán denominates 
“Irony”. The semantic differential of Osgood 
is, basically, a psychological scale that is used 
to evaluate psychological objects, e.g. the 
concept of “State”. This scale is very used in 
advertisement, too. Dane (1990) defines it as 
a scale designed to measure the psychological 
meaning of concepts throughout the three 
mentioned dimensions: 
"The semantic differential scale is designed to 
measure the psychological meaning of 
concepts along three different dimensions: 
evaluation, potency, and activity."  
(Dane, 1990, 277) 
The semantic differential scale measures what 
people thinks about a concept, and not the 
concept itself. In other words, it measures the 
subjective meaning of a concept. 
"Evaluation refers to the overall positive or 
negative meaning attached to the concept. 
Such labels as "good", "bad", "attractive", 
and "dirty" are part of the evaluation 
dimension. Potency includes such labels as 
"strong", "weak", "superior" and "useful". 
Activity refers to the extent to which the 
concept is associated with action or motion. 
Such labels as "fast", "slow", "active", 
"passive" and "deliberate" qualify for the 
activity dimension." 
(Dane, 1990, 278) 
Therefore, we can construct a scale from the 
scores obtained in the variables that which 
pertains to each factor. When applying this 
new scale to the sample, we obtain the 
following results:  
In first place, the following list shows 
products that have high scores in evaluation: 
 
Product Evaluation 
Pasta 93,3 
Oil 85,0 
Pharmacy 81,7 
Stationery store 80,0 
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Product Evaluation 
Household-electrics 76,7 
Conditioned air 76,7 
Optican’s 76,7 
Kitchenware 76,7 
Institutional 75,8 
Cosmetics 74,0 
Mineral water 73,3 
Bread and cakes 70,8 
Soft drinks  70,0 
Mobile phone service 68,3 
Hygiene 63,3 
Veterinary medicine 63,3 
Films 61,7 
Household-electrics stores 60,0 
Insecticide 53,3 
Table 1. Products with the maximal store on 
Evaluation. 
As we can see, the most of them are products 
of daily use. It makes sense to attribute 
greater importance to the evaluation 
component.  
The following products also obtain a high 
score in evaluation, although they obtain its 
greater score in other component: 
 
Product Evaluation 
Financial services 74,4 
Shaving 68,3 
Television 68,3 
Cologne 67,1 
Shampoo 63,3 
Cars 63,1 
Table 2. Products with the second more high score on 
Evaluation. 
The following products have the highest score 
in the component Potency: 
 
Product Potency 
Thematic parks 91,7 
Trips 90,0 
Milky products 85,0 
Household-electrics stores 82,5 
Washing-up liquid 80,0 
Financial services  80,0 
Internet 77,5 
Shaving 75,0 
Cologne 73,8 
Cleaning products 70,0 
Shampoo 70,0 
Spiritual drinks 70,0 
Television 70,0 
Cars 68,1 
Detergent 65,0 
Product Potency 
Telephony 60,0 
Table 3. Products with the higher score on Potency. 
In this group, we can found three product 
categories: expensive, modern and 
sophisticated products, trips and leisure, and 
cleaning products.  
As we did with the Evaluation component, the 
following list will show several products that 
had the second greater score on Potency: 
 
Product Potency 
Pasta 75,0 
Oil 75,0 
Kitchenware 75,0 
Stationery store 72,5 
Cosmetics 71,9 
Cleaning products 70,0 
Music, records 70,0 
Institutional 68,8 
Soft drinks 67,5 
Air Conditioned 67,5 
Mineral water 65,0 
Optician’s 65,0 
Fast food 63,3 
Pharmacy 61,7 
Table 4. Products with the second higher score on 
Potency. 
Finally, here you will find a listing of the 
product categories whose music obtained the 
highest score in the Activity component: 
 
Product Activity 
Music, records 68,3 
Cleaning products 68,3 
Fast food 67,1 
Table 5. Products with the highest score on Activity. 
It is evident and logical to attribute activity to 
music and to records, because they are 
related to an active and dynamic way of life. 
In this same sense, we can found dynamism, 
action and effectiveness on fast food and 
cleaning products. 
Listing of products obtaining the second 
maxim score on Activity:  
 
Product Activity 
Trips 75,0 
Milky products 75,0 
Washing-up liquid 75,0 
Internet 72,5 
Household-electrics stores 71,9 
Thematic parks 70,0 
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Mobile phone services 70,0 
Spiritual drinks 68,8 
Hygiene 67,5 
Bread and cakes 67,5 
Detergent 65,0 
Films 65,0 
Telephony 63,3 
Insecticide  61,7 
Table 6. Products with the second high punctuation on 
Activity. 
As we can see, there is certain logic in the 
grouping of all these products, in the sense 
that the components of the semantic 
differential that obtains a greater score 
correspond in certain way with the attributes 
of the related products. It is logical that when 
a creative needs to select music for an 
advertisement, he will select some kind of 
music that gives him the “feeling” required by 
the product. The newness of our approach is 
that we have found this meaning on the 
music by itself.  
Conclusion 
The next step on this program of research is 
to consider four of Piaget's key concepts that 
are applicable to the effect of music: 
assimilation, accommodation, equilibration, 
and schemas. The initials of the mains 
concepts of cognitive psicology can be traced 
to the influential work of Piaget. We consider 
that when individuals receive a message (like 
tv spots), they must adapt to physical and 
mental stimuli. Assimilation and 
accommodation are both part of the 
adaptation process. Piaget believed that 
human beings possess mental structures that 
assimilate external events, and convert them 
to fit their mental structures. Assimilation 
occurs when a individual perceives new 
objects or events in terms of existing 
schemas or operations. We propose that 
music helps people to find ways to fit the 
external reality with their internal cognitive 
structures, or schemas. At the same time, 
mental structures accommodate themselves 
to new, unusual, and constantly changing 
information. Accommodation refers to the 
process of changing internal mental 
structures to provide consistency with 
external reality. Again, the role of music is 
fundamental in accommodating new 
information into previous schemas. Obviously, 
accommodation influences assimilation, and 
vice versa. The second principle, organization, 
refers to the nature of these adaptive mental 
structures. He suggests that the mind is 
organized in complex and integrated ways. To 
assimilate or accommodate are the 
procedures to reach this equilibrium. 
Equilibration involves both assimilation and 
accommodation. People conduct themselves 
with certain logical internal mental structures 
that allow them to adequately make sense of 
the world. When external reality does not 
match with the logical internal mental 
structures (disequilibria), equilibration occurs 
as an effort to bring balance between 
assimilation and accommodation as the 
person adapts more sophisticated internal 
mental structures. Human beings continually 
attempt to make sense of the world around 
them by assimilating new information into 
pre-existing mental schemes and 
accommodating thought processes as 
necessary. 
References 
 
Beltrán Moner, Rafael (1984): Ambientación 
musical : selección, montaje y sonorización. 
Madrid, Instituto Oficial de Radio y 
Televisión, Colección Manuales 
profesionales. 1984/1991 
Carrera, F. (1981): Funciones comunicativo 
persuasivas de la música en publicidad. En 
Nueva publicidad, enero-marzo. 
Eximeno, A. (1978): Del Origen y Reglas de la 
Música. Madrid, Editora Nacional. 
Osgood, C. E., Suci, G. Tannenbaum, p. (1957): 
The measurement of meaning. Urbana, 
University of Illinois Press.  
Osgood, C. E. and P. H. Tannenbaum (1955): "The 
principle of congruity in the prediction of 
attitude change," Psychol. Rev. 62, 42-55. 
Osgood, C. E. (1952): "The Nature and 
Measurement of Meaning," Psychological 
Bulletin, 49, pp. 197-237. 
Rowell, L (1983): Introducción a la filosofía de la 
música. Antecendentes históricos y 
problemas estéticos. Barcelona, Gedisa. 
Stefani, gino (1973): Sémiotique en musicologie, 
Versus, 5, 20-42 
Weber, Max. (1921): The rational and Social 
Foundations of Music. Carbondale, Southern 
Illinois University Press, 1921/1958. 
 
                                                                  
i Osgood (1955). 
CIM04 - Conference on Interdisciplinary Musicology - Proceedings 
6 
                                                                                                          
ii Osgood, (1952). 
iii Osgood (1957). 
iv Descriptive music is a music that can provide us the 
sensation of an effect. This kind of music is used for the 
atmosphere creation of landscapes, concrete 
circumstances, certain places... 
v Objective music participates in the action, in "alive", as 
for example the music that is listened in a radio located 
in the action. Subjective music makes reference to a 
concrete emotional situation. 
